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Job creation and the emerging
home computer market

The rapid spread of personal computers for use

at home has generated more than 150,000 jobs

in sales and software since 1988—58,000

in 1995 alone; thec software industry

and the information retrieval services industry,

in particular, have benefited from rising employment

business, has become the new focus in theThe employment growth can be linked directly

personal computer€) market. American to the homecmarket instead of the business mar-
consumers were expected to purchase 9.5 nikt, for various reasons. Strong distinctions exist
lion home computers by the end of 1995, reachetween the two markets. The first distinction is in
ing 39 percent of U.S. households. This is a poptegard to price. Due to sophisticated networking
larity never achieved by the electric typewriteand other features required by businesses, office
or the video game. Forecasts have even called's typically cost $3,000 to $5,000, and sales are
for 60 percent to 65 percent of U.S. homes to haegpected to grow at only 8.9 percent per year by
aprchy the year 20001t is no wonder that com- 1998. In comparison, honme’s typically sell for
puter companies are taking the home buyer sesinder $2,000, with low-end models going for about
ously. More than 40 percent of all newly setcs $1,100 and high-end models costing as much as
have been going into U.S. homes, and indust®8,000, and sales are expected to grow at a level
experts say that the home market has been gromell above that of business's?
ing at least twice as fast as the business market.The other distinction between the two markets

Increased sales pE's to the home market havehas to do with the use efc's. When purchasing

stimulated employment growth in supporting ineomputers, families tend to look for user-friendly
dustries, including wholesaling and retailing omachines, whereas businesses look for computers
the pc, prepackaged software, and informatiothat fit into their current office system, can easily
retrieval services (which include on-line servbe upgraded, and have a good warranty. This makes
ices)? Employment in homec-related industries the business computer purchase a less frequent oc-
grew by an average of 2.7 percent between 1988rrence, whereas the hortamarket has become
and 1994 and then grew by almost 10 percenttime area more likely to improve in sales volume.
1995 aloné. (See table 1.) A total of 58,000 jobs The business-use segment of Beanarket is
were added in 1995, which compares favorabburrently about 90-percent penetrated, so sales
with many other high-profile service sector inhave concentrated on the home market. Once ig-
dustries. (See chart 1.) The growth in the 198&ered by the Nation’'sc makers, this market is
95 period amounted to 31 percent, compared witfow getting attention. More and more companies
11 percent for all nonfarm industries. Employare entering into the homec market, even
ment trends for the four honre-related indus- though the boom in the market is now 4 years
tries, however, differ considerably. This articleld. Still, although the market is enjoying increas-
explores the job growth in each of these indu#g sales, its rate of growth has been slowing.

The American family, not the Americantries and the impetus behind it.
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IELIER A cmployment in home pc-related industries, 1988, 1994, and 1995
[Numbers in thousands]
Empl " Change from Change from Change from
mploymen 1988 to 1994 1994 to 1995 1988 to 1995
siC Industry
Average Average
1988 1994 1995 Number annual Number Percent | Number annual
percent percent
Total home PC-related ..... 487.4 579.6 637.5 92.2 2.70 57.9 9.99 150.1 30.80
5045 | Computers, peripherals,
and software distribution .. 300.7 285.5 302.1 -15.2 -72 16.6 5.81 1.4 A7
5734 | Computer and software
StOres .o 61.0 88.7 97.7 27.7 6.49 9.0 10.15 36.7 60.16
7372 | Prepackaged software ...... 86.4 157.4 181.9 71 11.74 24.5 15.57 95.5 110.53
7375 | Information retrieval
SEIVICES ..ooviieaiieiiieerieeens 39.3 48.0 55.8 8.7 3.16 7.8 16.25 16.5 41.98

(See chart 2.) The growth rate in salesas to homes, which ing to Link Resources, a leading high-technology market
reached a peak of 30 percent from 1992 to 1993, was projectezkearch comparty.
to drop to 25 percent by the end of 1995 and 16 percent by the

end of 1996. Nonetheless, the home market has the greater pgho are the people in this new marketPhe individuals driv-
tential for deVeIOpment, Compared with the business markqhg growth in the home Computer market come from a Variety
not only in terms of sales, but also as regards employment. of educational backgrounds, employment and occupational cat-
egories, income levels, age groups, and family size and compo-
The computer home market sition. Home use oPcC's is growing across all demographic
groups, but there does seem to be a specific type of individual
Why is the computer market expandingReasons for the that is more likely than others to make this purchase.
growth in the home-based computer market can be divided into The Bureau of the Census has reported on the use of com-
two categories: technological and social. The computer induputers at home, school, and work by persons 18 years and
try has undergone drastic technological advances in recent yeansler. I1ts 1993 study indicates that individuals with at least a
The most important of these is the speed at which computdsachelor’'s degree are the most likely to useia the home
process data. This change, along with reduced production costsvironmeng. (See chart 3.) The age range of most heme
for computer components, has lowered the prices of Rasie  users is 35 to 54 years. Add to this information the fact that
Competition among manufacturers also has kept prices dowdd percent of individuals purchases for home use in order
and has helped to encourage purchases of computers for hameyerform job-related work, and a picture emerges of the
use® Computer prices have dropped by 65 percent from 1988erson most likely to purchase a hopee
to 1994, subject to the application of a price deffatarother In addition to reporting individual profiles, the Census Bu-
words, a computer bought in 1994 would cost only 35 percemeau study suggests that the typical family that owns a home
of what it cost in 1988. Considering the changes in both qualiig a married couple, with full-time employment among family
and prices of the most recent horeamodels, technology has members, that leans towards the higher end of the family in-
brought this industry into a different era. come bracket, from $35,000 and up. The employed family mem-
Among the social reasons for the market change ihers are classified mostly within occupations in management
home-based computer systems is the desire of parentsaod professional areas and technical, sales, and administrative
expose children to computers at younger ages. Also, pasupport areas.
ents are buying computers for their college-bound stu- Persons fitting the foregoing profiles are key to the new
dents, who, in turn, are teaching the parents about homgarket in homec's and have become the target of a variety
computing. In addition, parents who are either self-emef industries, from retailers et’s and software to computer
ployed or working for someone else at home after hourservices. But, according to the research firm of Odyssey Ven-
or as telecommuters are shopping for home systefids. tures, Inc® “the easiest piece of the home market, affluent
though 44 percent of first-timec buyers cite doing job- families with children, is getting saturated. Two-thirds of the
related work at home as the major reason for buying theirO million homes with children and incomes above $50,000
new machine, 38.3 percent of first-time buyers want already have ac.”*! This means that computer manufactur-
computer at home for their children’s schoolwork, accorders will increasingly have to entice moderate- and low-in-
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Employment growth in home PC-related industries, compared with selected other
high-profile service sector industries, 1995

(Over-the-year changes, seasonally adjusted)
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! Home PC-related industries include SIC's 5045, 5734, 7372, and 7375.
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1 Data for 1995 and 1996 are projected.
SOURCE: "Computers/Surging Sales," Newsday, Oct. 8, 1995.
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Use of computers at home: percent by age
and educational attainment, 1993
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SOURCE: U.S. Bureau of the Census.

come families to purchase a computer,
an enormous expectation for a product
that is the most expensive consumer
purchase after a home and a car.
Increased sales of home computers
is important to computer manufac-
turers because high technology and a
competitive market have diminished
their profit margins significantly.
Indeed, net profit margins have been
reduced to as low as 1 perc&n¥et it
is unclear whether manufacturers can
reduce prices afc's enough to entice
low- and moderate-income families
into the market. Some manufacturers
are betting that they can ignore the
price problem, while others have
branched out into other businesses to
help subsidize therc business$?
Considering that the homec
“boom” is now in its fourth year, fore-
casters predict that it cannot last much
longer. A recent survey disclosed that
only 5 percent of households lacking
a pc were “extremely likely” to buy
one in the next 6 months; some 78
percent said that they had no plans to
purchase a computer this y&astill,
firms that sellrc's and complemen-
tary products have changed their mar-
keting techniques to specialize in
what the home-use purchaser needs.
They have also been expanding their
businesses—for example, by adding
employment—in order to take advan-
tage of the current demand for home
PCs and othepc products.

Jobs selling computers

The wholesale andetail pc in-
dustries. The wholesaling ofc's is
classified as a category within the
overall distribution of computers,
peripherals, and software. Although
specific employment data for homme
wholesaling are unavailable, trends can
be inferred from the larger wholesale
pc distribution industry.

Employment in computers, periph-
erals, and software distribution within
the wholesale trade sector followed a
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steady downward trend between its peak in 1991 and the epdrt of the market could easily slow. For some consumers,
of 1993. This trend reflected recessionary cutbacks duringho are currently purchasing high-end Pentium models that
the beginning of the period and loss of employment due toan easily be upgraded with the latest chip, that may be
advances in technology (including technology to monitor inenough to let them forgo buying a newfor some time %
ventories) throughout the period. The industry lost a total oAlthough the marketing method of tailoring products to
38,000 jobs over that time span and then began to experiersmnsumers’ needs may eventually hurt replacement sales, it
a bounce back: since January 1995, computers, peripherdias worked to the extent that 25 percent more consumers in
and software distribution has regained 32 percent of the joltise United States purchased computers for their homes in
lost, representing a growth rate of 4 percent. (See chart 4.995 than in 1994. Not only have the wholesale and retail
Possible reasons for this include the improved hewmsales  industries registered employment growth, but also, the
and the introduction of Windows®95. software industry is expanding within the hor@market.
Another homec-related industry falls within the retail trade
sector. The retailing of home;:‘s_ is categorized Withir_1 COM- 35ps in the software industry
puter and software stores. This industry has had continuous em-

ployment growth, but the rate of growth has gone through drgrhe software industry has good opportunities for increased
matic changes. The rate fell from 9 percent in 1989 to almost R@yjes worldwide. The United States is extremely competitive
growthin 1992, but has gained strength rapidly since then, reaGR-computer software. U.S. firms have been the unquestioned
ing a high of 11 percent in 1994. (See chart 5.) Because th@der in the industry since its inception in the 1970s, and the
businessc market is at a 90-percent saturation rate, this NeWrowth in the number of firms has been exponential. Vast
employment growth likely reflects not only the strength of thgortunes have been created along with thousands of jobs—

economy during the current economic expansion, but also ighanging society forever by an industry that did not exist 20
creased business due to the use of the lrmamd the corre-  years agd?

sponding surge in retail sales.

Employment trendsAlthough the overall computer services
Pjrchases of homecss, classified as either new sales orindustry has shown serious deceleration in the midst of con-
replacement sales, meet special needs of the user that fhied growth® it has recently displayed renewed strength
computer industry has recognized and acted upon in orderi{ptwo areas: information retrieval services (discussed in the
boost penetration into the market. Most computers purchasgdxt section) and the software industry. The prepackaged soft-
asnewsales for home use are multipurpesenputers thatwork  ware industry employs slightly less than 200,000 individuals.
easily and effortlessly, as tools for work at home or for children’mthough a small industry with only 17 percent of the em-
use. New home computer buyers are investireciproducts  ployment of the entire computer and data processing services
that will give them maximum productivity as they work andindustry gic 737), prepackaged software added 71,000 jobs
peak enjoyment as they learn and play. As a result, analysts asstween 1988 and 1994, plus an additional 25,000 jobs dur-
computer manufacturers believe that consumers are now “can,ITg 1995 alone. The result is more than a doubling of em-
ing the shots” when it comes to new computers designed for thgoyment since 1988. It is important to note that the prepack-
family room, home office, or study.Formerly accustomed to  aged software industry averaged an annual growth rate of 9
catering to businesses, these manufacturers, as well as retaibgﬁcem from 1990 to 1994, but grew more than 15 percent

and others in related industries, are listening carefully, and thgring 1995. (See chart 6.) This accelerated growth is most
capabilities of the newer homre's have extended far beyond |ikely due to increased sales from hormusers.

word processing and spreadsheet analysis. Whether the con-
sumer needs three to pay bills, run a business from the home pcC applications software. The higher employment growth
answer the phone, or all three, the key, according to manufdo-the software industry in 1995 can be credited to the home
turers, is making the machine simple to use and with multipurc, because of the saturated business market and the trends in
pose applications. The newest systems come complete wittsaftware sales, which have recently changed in composition.
new multimedia theme and include oversized computer monNorth American software sales, tracked by the Software Pub-
tors with supewGA color, sound cards, modems, fax capabili-lishers Association, point toward a market dominated by
ties, printers, single or even doalromdrives, answering ma- home pPc's!® The association tracks quarterly data on soft-
chines, stereo speakers, and preloaded software. The purposease sales according to the type of application. {(S&e 2.)
to give users a complete multimedia system that is ready to §o 1994, sales of personal computer application software
in one-stop shopping. reached $7.38 billio#. Word processor and spreadsheet soft-
“Computer makers are also countingreplacemensales  ware remained the largest application categories with solid unit
to homepc owners looking for the latest technology, but thissales growth. Price declines, however, limited revenue growth.
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Employment in computers, peripherals, and software distribution, 1988-95
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Employment in prepackaged software, 1988-95
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With sales of $522 million (up 88 percent), home education hagrew the fastest in the third quarter of 1995, rising 30 percent
the largest percent increase during 1994, accounting for 230Fer its rate a year earli€rOf particular note is that applica-
percent of the total change in software sales. Entertainment wign segments which traditionally have led the industry (word
the second fastest growing category, with sales of $716 millioprocessor and spreadsheet applications) had little or no rev-
an increase of 56 percent over 1993. Together, these imply m@eue growth, while other segments (entertainment and home
purchases from the horpe user. education) emerged as growth leaders due to new users and
Through the third quarter of 1995, the rate of growth ofechnologies. Once mainly business oriented, the software
sales for consumer software products was still strong, but widustry has now begun to focus on the booming market in
slowing from the feverish pace of late 1994. Entertainmerthe homerc arena.
products showed the highest consumer growth over the first
three quarters, up 73 percent, while home education softwat®-RoM PCapplication software used to be the only gauge of
growth in the software market, until the-rRom (compact disc
read-only memory) became popularc-ROM is similar in
appearance to a musio and is used mainly in the home mar-

IEVICWA Selected software sales, 1993 and 1994

[Numbers in millions] ket. The circular discs store vast amounts of data and are ca-
Product or Percent pable of multimedia uses that combine numerous elements such

service 1993 1994 change as text, still photographs, audio, and videerom's established
Word processors .............. 1,027.4 1,030.5 0.30 themselves several years ago in the business and school mar-

Spreadsheets ............c.c....... 815.9 830.1 1.74 P i i

B ey 4503 7162 55 03 kets, but the devices were _slow to catch on in the potentially

Home education ................ 2775 522.2 88.18 larger consumer market until late 1994.

Finance ........cccooevevveniennens 354.8 410.7 15.76 i , H

Data basag T 2987 3512 Toe Along with software sales, sales ob-ROM_s are surging

Other graphics ................... 235.2 342.4 4558 among homecconsumers due to the decreasing prices of com-

Drawing and painting .......... 2596 346.2 33.36 puters withcb-RoM capability and a widening array of uses for
NOTE: Excludes sales of operating systems and video-game cartridges. the discs. The foIIowmg_ ta_bUIaFlon* based on data from the Soft-

Figures are annual averages of quarterly data. ware Publishers Association, lists the fourth-quarter 1994 sales,
SOURCE: Software Publishers Association. in thousands of units, ab-rRom's, by category of use:
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Category Quantity sold  called thearPAnet (Advanced Research Projects Adminis-

TOAL oveoveeeeeeeeee e s e e eees e 10,229 tration network), has now grown into what is widely known
Games and other NOMe USES ........cccevververeeieinenenee, 3,474 as the Internet. Since 1993, the Internet has become a new

Home education 3,181 public forum, through the multimedia side of the net, called

g?#éfgﬁgg{}ggﬂe 2,248 the World Wide Web. This combination of special software
Language and tooIS ..........coverieeerimee e 173 and a unique way of Connect.lng (?Iocuments has allowgd us-

ers to “travel” the Internet with pictures, sound, and video

! For example, encyclopedias, guidebooks, and reference  simply by pointing and clicking a mouse. The World Wide
works. Web has broadened the Internet so that it is more than just a

In dollar terms, according to the Software Publishers Aglay to send e-mail and download an occasional file. Through

sociation, the largest selling category in the fourth quarter %Fe Web, the Intemet has become a place to visit:  cyberspace.

1994 was games and other home products, with sales of $8 .I%:S new medium is not just based on broadcasting and pub-
million, followed by home education Wm’] sales of $58.1'S ing, but has an interactive dimension as well. The World

million. The growth in theb software industry, according to Wide Web has allowed a broader audience to make use of the

the same source, is well above the growth recorded for tﬁgvantages of the “information super_highwa)_/.” .
g The Internet as a whole doubled in size in 1995, as it has

software industry overall (although such a growth rate wa _ 1988, It h v 5 mill
easier to achieve than that of the overall industry due to t%ongyevery year since - 't Now reaches nearly > mifiion
ost” computers, each of which may connect to several

small base involved). Theb segment of the software indus- . -~ . .
) g f_ndlwdual users. During the same period, the Web grew almost

try is dynamic and fast growing, and the appeal of distribu o -
ing and buyingcd software is broadening. This is anothert\Nenty'fOI_d' injust 18 n_10nths, USEers createql more than 3 million
multimedia pages of information, entertainment, and adver-

indicator of the software industry’s switching focus to thet_ ina. Th h b icati di
home market instead of the business-use segment. ISINg. There has never been a communications medium or

The consumerp-RoM market was slow to develop in past consumer electronics technology that has grown as quickly—

years, in part because software companies were hesitantnfgl_the fax machine, nor even the personal comphuter.

design products when so few computer ownersdtagom he range of customers who use the Internet is vast and
drives. But prices for upgrade kits, which allow owners to fifndl_JOIeS US g_rade-s_chool students_who exchange letters and
gtories with children in other countries; college students re-

CD-ROM drives onto existing machines, have fallen to abou . ] ; . .
$400 from more than $1,000 a few years ago. With the Cor§_earch|ng term papers; homemakers exchanging recipes, paying

sumers buying the necessary hardware, companies suchb- » doing their banking; and using home shopping networks;

Microsoft are joining smaller players in ('jesigning-ROM office workers transmitting data across States or oceans; and
software products. There are now more than 8@B@0M corporate marketing departments promoting their products.
titles, up from fewer than 100 in 1986, according to InfoTechI,ntemet users encompass all types of individuals with access to

Inc22 And, as with the hardware, the pricesco’s also are computers, whether for honre use, telecommuting, or other

dropping. The result is that computer manufacturers inCrea??/]_ork-related purposes. Most of these persons access the Internet

ingly are includingcp-rRoM drives as standard equipment ont r_?ugr:(pn-ltlae mfovtlrtr;]atlfotrr]] selr\tllces.t_ ¢ f | i
personal computers, and software designers are churning out racking the growin otne Internet in terms of employmen

a new generation of games and other titles to maintain coE—a difficult task. There is no “Internet, Inc.” that collects
sumer interese ees from all Internet networks or users. Moreover, because

the Internet is not owned by one or more specific companies
(and does not have a standard industrial classification), an
analysis of changes in employment related to it is not possible.
The information retrieval services industry is experiencingo track its influence upon employment, one is limited to
changes similar to those experienced by the software industenalyzing the information retrieval services industry, which
also reflecting the increasing use of harass. More demand  provides individuals with access to the Internet.
for homepc-related information retrieval services has translated
into more jobs providing those services. The industry grew blgmployment in information retrieval service$he informa-
more than 15 percent in 1995 alone. Demand stems not orilgn retrieval services industry consists of establishments en-
from the growth in the honme market, but also from advancing gaged in providing on-line information retrieval services on a
technology and an expanding new medium. contract or fee basis. Information service providers collect,
What began as an experimental network of three computranipulate, and disseminate information about specific top-
ers linking the Department of Defense, military research cones. The information is stored in large data bases and is dis-
tractors, and universities involved in military-funded researcHyibuted through communications links, by magnetic media

Jobs providing on-line services
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(disks or tapes), or in paper form. A rapidly emerging methokilities in the information transaction arena.
is to useD-ROM's to distribute large volumes of information.  Most on-line information services provide users with, among
The type of information varies from abstracts of technicabther things, a link to the hundreds of schools, businesses, and
articles to monthly sales data for consumers on business pradher institutions that have rushed to set up home pages on the
ucts. The industry has a bright future, because competitidnternet, with graphics and hypertext. (Home pages are a table
requires accurate and timely information and because teabf- contents that lets users point and click with a computer’s
nological changes lead to new and better products and metheuse in order to retrieve information; hypertext is the format
ods of distributing them. Included in the industry are populan which the information is written.) Home pages can be cre-
on-line service companies such as Prodigy and CompuSerated by anyone and placed on the Internet, allowing users to
As more businesses and, more importantly, more hetne obtain information on a variety of topics, meet others with simi-
users become aware of the advantages the Internet offers, lam-nterests, or even place electronic orders for goods ranging
line services will become a larger proportion of the informatiofrom pepperoni pizza to airline tickets.
retrieval services industry. Although the Internet has become The enhanced computer capabilities, the lower prices of
the fastest growing medium of communication, the informatiorc's, and the energetic expansion of the Internet are attracting
retrieval industry itself has yet to keep up. A small industry, ithe attention of a large mix of retailers. Selling through the
employs about 60,000 individuals, but it has grown more thanternet can result in personal relationships with customers
16 percent since 1994. This growth rate is markedly differend create a competitive advantage over other retailers. It of-
from that of previous years: industry growth had remaineters small companies a level playing field against larger, na-
basically flat from mid-1989 until 1994. (See chart 7.) Contional retailers and can act as an important expansion vehicle
sidaing the development of the product offered, the growtffior tapping into new markets in the United States and over-
trend can be expected to continue, fueled not only by honseas. Many companies are afraid that if they do not get on-
PC users entering into the on-line services market, but aldime, they will be left in the dust. In response, retailers are
by broad participation from businesses aiming to profit frontaking the initiative to reach the honre user through the
the homepc user. These businesses range from those advénternet by creating interesting home pages and updating them
tising and selling a product to those simply keeping up withegularly with exciting new information. More than 100 shop-
the fast pace of high technology and advancing their capping “malls” dotted the Internet in 1995, and retail sales

Employment in information retrieval services, 1988-95
Thousands (Seasonally adjusted) Thousands
65 65
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; are used by more than 1 in 3 home on-line subscribers, but
RN Sources of U.S. Internet and on-line : )
usage, 1995 and estimated for 2000 less than 1 in 10 workplace subscribers, and home users are

nearly twice as likely to use on-line services as a gateway to
the Internet as are workplace users.

B Home According to Forrester Research, the home-use segment

CUniversity of the Internet and on-line services will grow by 283 percent

B \Work by the year 2000, compzwithiith a growth rate of 108 percent
1995 for the work-use segmetft.(See chart 8.) From 1995 to

2000, the Internet will expand, driven by the spread of home
PC’'s and consumers’ desires to connect with one another. As
this happens, the demographics, infrastructure, government,
and monetary systems of the Internet will evolve to support
a level of business activity theretofore not possible. Accord-
ing to Forrester, anywhere companies now have an employee
taking information or payments, they will soon have a
customer’s computer on-line. Anywhere these firms distrib-
ute information—through catalogs, advertisements, or cus-
tomer service lines—they will have a live connection as well.
Forrester expects that new technologies will facilitate the
delivery of information services to new users. First, high-
speed wireless networks will attract the mobile customer by
offering hassle-free access to data. Then, multimedia will
make shopping at home attractive and painless, so people
can see what they are purchasing and place an order without
SOURCE:  Forrester Research, Inc. filling out a form or talking to a person. Finally, diverse plat-
forms will ensure that not jusic users, but users of intelli-
gent phone®) personal digital assistar¥sor interactiverv’s
through on-line services such as America On-line, Prodigglso can be on-lin&.
CompuServe, and Microsoft Network were estimated to be
several hundred million dollars that year aléhe. More THaN 150,000108s Were created in various home-
Although on-line services receive a great deal of attenelated industries (wholesale trade, retail trade, software, and
tion from the media, they are still in the early developinformation retrieval services) between 1988 and 1995, with
ment phase, with only one-third of ac users logging 58,000, or 39 percent, coming in 1995 alone. Technological
on, according to recent research from Computer Intelliadvances and price declines spurred sales of both dxsne
gence InfoCorp.d1).*” This leaves tremendous room forand the software they use. This trend caused employment to
growth, and on-line services will only be as popular as igicrease in related industries; but the rise in employment can
their content. According thel study, home and work- be expected to continue only as long as computer manufac-
placepc users have similar on-line access, but the types afirers pursue the advances of technology and pass them on to
communications performed by the two groups are quite dithe consumer, helping the computer attain mass market ap-
ferent. Workplacec users are twice as likely (65 percent topeal. Most important, for jobs to be created in the hetne
32 percent) to communicate with a larger computer or a loca¢lated industries, computer manufacturers must overcome
area network, while hontec users are more likely to go on- the obstacle of a saturated business market and seek out new
line or communicate using the Internet. Thie study also  opportunities in the home market. Further, software program-
found that sending and receiving electronic mail and dowrmmers and on-line service providers must target their products
loading software or files are the major on-line activities ofand services toward home users with the newest technology.
both the home and the workplace users. From there, howinally, businesses must expand efforts to reach their cus-
ever, the usage patterns diverge: interactive chat activititesmers through the latter’s horpe’s. U

2000

0 10 20 30 40
Millions of people

Footnotes

t Karen Freifeld, “Computers/Surging Sales; Computer Companies Gear 2Employment data are from the Current Employment Statistics survey
Up for a Competitive Holiday Season as More and More Consumers Lodnd appear ittmployment, Hours, and Earnings, United States, 1909-94
to Buy a Homeec” NewsdayOct. 8, 1995, p. 1. Bulletin 2445 (Bureau of Labor Statistics, 1994), and the suppleznent
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